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Abstract: The concept of celebrity endorsement has become a rage in India with every company 
trying to rope in a brand ambassador for their brands by spending millions of dollars. Among 
many other marketing tools, celebrity endorsements have become one of the most powerful and 
widely used means of communication between marketer and consumer. The present study is 
descriptive in nature and focused on assessing the influence of celebrity endorsements on 
purchase intentions of consumers with reference to mobile handset advertisements in select 
states/UT of north India. For making study more comprehensive this influence has been studied in 
association with demographic and socioeconomic variables i.e. gender, area, age, education and 
occupation. Further, this study also attempts to find out the most preferred celebrity in mobile 
handset advertisements as per the liking of consumers. Mann Whitney U test and Kruskal Wallis 
test have been used to check the variance. The results of the study indicate that there is significant 
association of gender, area and occupation with the influence of celebrity endorsement on the 
purchase intention. Age and education has shown no significant association with influence of 
celebrity endorsement on the purchasing intention. 
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Introduction 
Celebrity endorsement advertising happens when a 
well-known person uses his or her fame to help 
promote a product or service. Celebrities are the 
people who enjoy public recognition by a large 
share of a certain group of people. The term 
“Celebrity” refers to an individual (such as an 
actor, sports personality, entertainer etc.) who is 
known to the public for his or her achievements in 
areas other than that of the product class endorsed 
(Friedman and Friedman, 1979). The concept of 
celebrity endorsement has become a rage in India 
with every company trying to rope in a brand 
ambassador for their brands by spending millions 
of dollars. Among many other marketing tools, 
celebrity endorsements have become one of the 
most powerful and widely used means of 
communication between marketer and consumer. 
Celebrities add an extra edge to the brand they 
endorse because their image and personality 
enhances the features and image of the brand and 
helps in catching consumer attention and 
maintaining brand recall. A credible and attractive 
celebrity endorser can be very helpful in making 
the consumer believe in the brand message and 
drive purchase intention.  
Review of Literature 
Zafer & Michael (2000) explored the criteria used 
by advertising agencies to select celebrity 
endorsers and emphasized on factors considered 
during this process. Findings indicated that there is 
an unwritten and informal process of selecting 
celebrity endorsers, in which there are number of 
factors affecting decisions. Alex Wang (2005) 
examined the process by which audiences integrate 
expert and consumer endorsements into their 
product evaluations and how endorsement 
consensus affects this process. The results of the 
study suggested that positive experts and consumer 
endorsements both enhance audiences‟ attitude 
towards the endorsed product. Clinton et al (2008) 
conducted a study in which they provided a 
quantitative summary of the relationship between 
celebrity endorser source effects and effectiveness 
in advertising. The Kruskal-Wallis non-parametric 
test was used to identify most influential celebrity 
endorser source effects on advertising 
effectiveness. Results suggested that negative 
celebrity information can be extremely detrimental 
to an ad campaign. Manish & Praneet (2009) 
provided important insights into effectiveness of 
celebrity endorsements in brand recall and 
purchase decisions of the Indian consumers. The 
study indicated that people like to see celebrities 
like Shahrukh Khan, Amitabh Bachchan, Hritik 
Roshan and Aamir Khan endorsing various 
products and want to see them more often in 
advertisements promoting products/brands. Martin 
& Tobias (2010) studied affective-cognitive 
framework and investigated immediate vs. delayed 
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effects of celebrity endorser‟s attractiveness and 
expertise on attitude towards brands. The results 
indicated that attractiveness is dominant driver in 
the immediate conditions a high expertise exerts its 
influence. Mrinalini Pandey (2010) examined the 
impact of multiple product endorsements by 
celebrities on consumer‟s attitude and buying 
intentions. Findings of the study indicated that 
celebrity endorsements generated higher purchase 
intentions, positive attitudes towards the 
advertisements and positive attitude towards the 
brand. Maiti (2012) advocated in her study that 
modern advertising is more of a psychological 
process. It was found that the advertisers and 
creative directors have understood the concept of 
„pester power.‟ Further, study revealed that in 
today‟s nuclear family system, kids play a very 
crucial role in the buying decisions of their parents. 
Thus, by using kids in the ads of their products, 
advertisers can easily attract the attention of the 
adults (who actually does the buying part). 
Mukherjee (2012) provided guidelines for 
managers to utilize and execute celebrity based 
campaigns. The findings indicated positive 
influence over the audience‟s recall & purchasing 
intentions, with celebrities deemed more effective 
than using a typical consumer or expert. Shakti et 
al (2012) found that Indian advertisements have 
been using celebrities to a larger extent. The study 
revealed that female celebrities are being used 
more frequently than male celebrities; however it is 
not product specific. As for as the use of different 
types of celebrities is concerned, film stars have 
been used quite frequently in TV advertisements.  
Objectives of the Study 
 To study the influence of celebrity 
endorsement on consumers‟ purchase 
intention in association with gender, area, 
age, education and occupation with 
reference to mobile handset 
advertisements 
 To find the most preferred celebrity by the 
consumers with reference to mobile 
handset advertisements 
Research Methodology 
Research Design: The study is descriptive in 
nature and is focused on assessing the impact of 
celebrities featured in mobile handset 
advertisements on consumers‟ purchase intention in 
association with demographic and socioeconomic 
variables. 
Sampling: The study attempts to investigate the 
impact of celebrity endorsement in the select 
states/UT of Northern region of India. At the first 
stage; 3 states; namely Punjab, Haryana, Himachal 
Pradesh and one UT; namely Chandigarh were 
selected on the basis of simple random sampling.  
Then, a sample of 500 respondents was selected 
from different cities of these states on the basis of 
convenience sampling. The sample for the present 
study includes the students, housewives, public 
sector employees, private sector employees and 
businessmen. The sample was comprised of 330 
male respondents and 170 female respondents. 
Respondents were divided into four age groups 
(<20 years, 21-30 years, 31-40 years and >40 
years) for in-depth analysis.  
Data Collection: The study is based on primary 
data. A well structural schedule of questions 
containing different aspects of the study was 
developed and circulated among the respondents. 
Certain information has been collected through 
personal observations.  
Statistical tools: The Mann-Whitney U test was 
used to check the variances for gender and area and 
Kruskal Wallis test was used to check the variances 
for age, education and occupation. The mode was 
used to find the most preferred celebrity by the 
respondents on the basis of ranks assigned to 
different celebrities by them. 5 point Likert scale 
was employed for measure the opinion of 
respondents regarding the influence of celebrities. 
Analysis and Findings 
 Influence of celebrities on the purchase 
intention of respondents has been comprehensively 
analyzed in association with different demographic 
and socioeconomic variables 
Table 1: Descriptive Statistics for Gender 
Gender Number of 
Respondents 
Mean Rank Sum of Ranks Mann-Whitney U p-value 
Male 330 240.36 79318.50 24703.5 0.021* 
Female 170 270.19 45931.50 
*P-value is <0.05 at 95% confidence level 
Table 1 reveals that female respondents were more 
influenced by the celebrities featured in mobile 
handset advertisements towards the purchase 
intention with higher mean value (270.19). 
Austerely to verify the statistical significance for 
gender and influence of celebrity endorsement on 
purchase intention, Mann Whitney test was 
employed and following hypothesis was framed:  
Ho:  There is no association between gender and 
influence of celebrities on the purchase intention 
HA:  There is association between gender and 
influence of celebrities on the purchase intention 
The computed Mann Whitney U value is 
24703.500 which is significant i.e. 0.021 at 95% 
confidence level. This shows that null hypothesis is 
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rejected and there is significant association 
between gender and influence of celebrities on the 
purchase intention with reference to mobile handset 
advertisements. 
Table 2: Descriptive Statistics for Area 
Area Number of 
Respondents 
Mean Rank Sum of Ranks Mann-Whitney U p-value 
Urban 293 262.44 76895.50 26826.5 0.021* 
Rural 207 233.60 48354.50 
*P-value is <0.05 at 95% confidence level 
The results shown in table 2 indicate that urban 
respondents were more influenced as compared to 
respondents from rural area with higher mean value 
(262.44). Further, in order to verify the statistical 
significance for area and influence of celebrity 
endorsement on purchase intention, Mann Whitney 
test was employed and following hypothesis was 
framed:  
Ho:  There is no association between area and 
influence of celebrities on the purchase intention 
HA:  There is association between area and 
influence of celebrities on the purchase intention 
The calculated Mann Whitney U value is 
26826.500 which is significant i.e. 0.021 at 95% 
confidence level. This shows that null hypothesis is 
rejected and there is significant association 
between area and influence of celebrities on the 
purchase intention with reference to mobile handset 
advertisements.
Table 3: Descriptive Statistics for Age 
Age Number of 
Respondents 
Mean Rank Kruskal Wallis Test p-value 
<= 20 124 256.71 3.906 0.272(NS) 
21 - 30 155 257.09 
31 - 40 127 255.00 
Above 40 94 225.35 
NS=Not Significant 
Table 3 signifies that the respondents belonging to 
the age group 21-30 years were most influenced 
from the celebrity endorsement in mobile handset 
advertisements towards the purchase intention with 
highest mean value (257.09) and the respondents 
belonging to the age group above 40 years were 
less influenced from celebrity endorsement with 
lowest mean value (225.35). Further, in order to 
verify the statistical significance for age and 
influence of celebrity endorsement on purchase 
intention, Kruskal Wallis test was employed and 
following hypothesis was framed:  
Ho:  There is no association between age and 
influence of celebrities on the purchase intention 
HA:  There is association between age and 
influence of celebrities on the purchase intention 
The computed Kruskal Wallis value is 3.906 which 
is not significant i.e. 0.272 at 95% confidence 
level. This shows that null hypothesis is accepted 
and there is no significant association between age 
and influence of celebrities on the purchase 
intention with reference to mobile handset 
advertisements. 
Table 4: Descriptive Statistics for Education 
Education Number of 
Respondents 
Mean Rank Kruskal Wallis Test p-value 
Undergraduate 137 245.23 4.792 0.188(NS) 
Graduate 122 231.21 
Post-graduate 149 261.09 
Above Post-graduate 92 266.77 
NS=Not Significant 
It is evident from the table 4 that respondents 
possessing above post-graduate qualification were 
most influenced by the celebrities featured in 
mobile handset advertisements towards the 
purchase intention. Austerely to verify the 
statistical significance for education and influence 
of celebrity endorsement on purchase intention, 
Kruskal Wallis test was employed and following 
hypothesis was framed:  
Ho:  There is no association between education 
and influence of celebrities on the purchase 
intention 
HA:  There is association between education and 
influence of celebrities on the purchase intention 
The Kruskal Wallis value is 4.792 which is not 
significant i.e. 0.188 at 95% confidence level. This 
shows that null hypothesis is accepted and there is 
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no significant association between education and 
influence of celebrities on the purchase intention 
with reference to mobile handset advertisements. 
Table 5: Descriptive Statistics for Occupation 
Occupation Number of 
Respondents 
Mean Rank Kruskal Wallis Test p-value 
Govt. Job 109 228.06 21.416 .000** 
Pvt. Job 146 290.96 
Business 139 222.65 
Student 75 254.19 
House Wife 31 254.77 
*P-value is <0.05 at 95% confidence level 
Table 5 shows that the respondents engaged in 
private jobs had revealed strong influence of 
celebrity endorsement while respondents from 
business class has shown less  influence of 
celebrity endorsement on their purchase intention. 
Austerely to verify the statistical significance for 
occupation and influence of celebrity endorsement 
on purchase intention, Kruskal Wallis test was 
employed and following hypothesis was framed:  
Ho:  There is no association between occupation 
and influence of celebrities on the purchase 
intention 
HA:  There is association between occupation and 
influence of celebrities on the purchase intention 
 The calculated Kruskal Wallis value is 21.416 
which is highly significant i.e. 0.00 at 95% 
confidence level. This shows that null hypothesis is 
rejected and there is significant association 
between occupation and influence of celebrities on 
the purchase intention with reference to mobile 
handset advertisements. 
Table 6: Descriptive Statistics for Most preferred Celebrity 
Respondents were asked to rank different 
celebrities on the basis of their liking and 
preference and it is evident from the table 6 that 
Samsung‟s brand ambassador i.e. Amir Khan was 
most liked by the respondents followed by 
Priyanka Chopra in Nokia and Akshay Kumar in 
Micromax, Ranbeer Kapoor in Blackberry. 
Karbonn‟s brand ambassador i.e. Virendra Sehwag 
was least liked by the respondents.  
Conclusion 
The present study concludes that celebrities who 
endorsed different mobile handset brands were able 
to leave a considerable influence on consumers‟ 
purchase intention. Study can be concluded in 
following points: 
 Gender: The study revealed that the 
female consumers were more influenced 
form celebrities as compared to male 
consumers towards the purchase 
intentions. There is significant association 
between gender and influence of 
celebrities on the purchasing intention 
with reference to mobile handset 
advertisements.   
 Area: Urban consumers had shown more 
influence of celebrities on their purchase 
intentions as compared to rural consumers. 
There is significant association between 
area and influence of celebrities on the 
purchasing intention with reference to 
mobile handset advertisements.   
 Age: Consumers belonging to the age 
group (21-30) were found to be most 
influenced from the celebrity endorsement 
in mobile handset advertisements. There is 
Company Rank 1 Rank 2 Rank 3 Rank 4 Rank 5 Total Mode 
Nokia 
(Priyanka Chopra) 
112 125 150 70 43 500 
3 
22.4% 25.0% 30.0% 14.0% 8.6% 100.0% 
Samsung 
(Aamir Khan) 
271 137 44 34 14 500 
1 
54.2% 27.4% 8.8% 6.8% 2.8% 100.0% 
Micromax 
(Akshay Kumar) 
38 125 191 124 22 500 
3 
7.6% 25.0% 38.2% 24.8% 4.4% 100.0% 
BlackBerry 
(Ranbeer Kapoor) 
49 89 72 154 136 500 
4 
9.8% 17.8% 14.4% 30.8% 27.2% 100.0% 
Karbonn 
(Virendra Sehwag) 
32 24 47 114 283 500 
5 
6.4% 4.8% 9.4% 22.8% 56.6% 100.0% 
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no significant association between gender 
and influence of celebrities on the 
purchasing intention with reference to 
mobile handset advertisements.   
 Education: Consumers possessing above 
post-graduate qualification were found to 
be more influenced by the celebrities 
featured in mobile handset advertisements. 
There is no significant association 
between gender and influence of 
celebrities on the purchasing intention 
with reference to mobile handset 
advertisements.   
 Occupation: Respondents engaged in 
private jobs had revealed strong influence 
of celebrity endorsement regarding 
purchase intentions. There is significant 
association between gender and influence 
of celebrities on the purchasing intention 
with reference to mobile handset 
advertisements.   
 Most Preferred Celebrity: Samsung‟s 
brand ambassador i.e. Amir Khan was 
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